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On Tuesday, July 26 I conducted a market check in the Fairfield- 
County/Bridgeport Connecticut area with Division Manager David x - 
Brey. The primary purpose of the check was to review the sale§/ 
performance and point-of-sale visibility of two recently 
introduced brands, Players 100's Regular and Menthol and Century* 

Filter and Lights Kings. Both brands were introduced nationally // 
on July 5. 



We made of total of 25 retail stops as well as visiting two of 
the major distributors in the area. The distributors, S&S in 
Norwalk and Modern Tobacco in Bridgeport, represent 80% to 90% 
of the cigarettes sold in the area. 


By way of background, Fairfield County is a relatively strong 
area for Philip Morris while being a poor market for R.J. 
Reynolds. As might be expected from the somewhat upscale 
demographic makeup of the area, Players Kings Regular and 
Menthol and 100's Regular have done very well since their launch 
with a share of almost 1.6 and an SDX of 195. A more detailed 
breakdown of company, category and brand shares is included on 
the attached chart. 


PLAYERS SUMMARY 


Fairfield County was part of the expanded test market for 
Players, with Players Kings and 100's Regulars being introduced 
in mid-March. This was followed shortly thereafter by the 
introduction of Players Kings Menthol as part of the Kings 
national launch. On July 5, Players 100's Menthol were launched 
in Fairfield as part of the national launch of these packings. 
Therefore, a Players King Size and 100's variety have been 
available with steady support as the primary brand for over four 
months. 

Both S&S Distributors and Modern Tobacco regard Players as a 
solid brand and indicate that they are receiving consistent^ 
repeat orders from a majority of their customers. While neither 
distributor would discuss case sales in detail, S&S did indicate 
as an example that they are ordering an average of 10 to 15 
cases a week of Players King Size Regular alone. They both 
noted, however, that while the brand is a solid performer, the 
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vast majority of sales ( perhaps 7 5% or more) are coming from the 
regularpackings "with the mentnoT~~VKrl6rt±gs prOvuTTihcT - 
r elatively little sa les. Also, it should be noted that while 
~the - wholesale price or 'Players 100’s is currently being held at 
industry pre-price increase levels, both distributors are 
charging their retailers the higher price for both packings. 


Our figures indicate a 3 month average share for Players of 
1.6. At the retail level, sales appear to justify this strong 
share picture. The share range in the accounts visited was from 
approximately 1.0 to 2.5, with the norm appearing to be in the 
1.5 to 1.8 range. While this movement clearly indicates a 
strong brand with substantial repeat customers, of possible 
concern is the fact that the majority of sales are coming from 
the Regular versions. The Menthol varieties, especially the 
newly introduced 100's Menthol are selling very slowly. I would 
estimate that 25% or less of Players sales are coming from one 
of the two Menthol varieties. 


Some accounts did indicate that sales of Players seem to be 
slowing a little since the initial introductory period in March 
and April. However, even in these accounts it would appear that 
the slowing is to a 1.0 to a 1.5 share level from perhaps a 1.5 
to 2.0 level at the height of introductory activities. 

Distribution of all four Players packings is good, with only 5 
accounts out of 25 exhibiting any out of stocks. In all cases 
the out of stocks were for one or both of the Regular varieties. 
In addition, I would estimate that depth of inventory might pose 
a problem in an additional 5 out of the 25 outlets, again on one 
or both Regular packings. There were no problems with Menthol 
distribution and depth of inventory. 

Point-of-sale visibility for Players was representative for a 
Philip Morris product in the Display Brand I - Set/Sell I 
position, I would not say that visibility was overwhelming, but 
rather just competitive. However, considering the fact that we 
have been supporting the brand for over four months with the 
same basic point-of-sale look, I feel that our Sales 
Representatives are doing a good job in maintaining presence. As 
noted, we are certainly competitive and do dominate Century at 
retail. 

As might be expected no sampling towers were still on display as 
the majority of these units had been placed two or three weeks 
ago. Sales Reps had begun to place the one free with one 
sequential displays toward the end of last week and in those 
accounts that had received them, substantial product movement 
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had been noted. In all cases at least the King Size and 100's 
Regular product had been totally sold out in a three-to-five day 
period. Only Menthol product remained with an average of eight 
to ten deals on display. 

Overall, both distributors and retailers seem very optimistic 
about Players. They feel the brand is a success and 
characterize it as an even better seller than B&H Deluxe Ultra 
Lights. Clearly Philip Morris in their eyes is in the driver 
seat in terms of brand introductions. The only potential 
negative appears to be lagging Menthol sales and this may not be 
a problem in other parts of the country. 

CENTURY SUMMARY 


In contrast to Players, there is very little optimism at either 
the retail or wholesale level regarding the introduction of 
Century. At S&S they indicated that aside from the introductory 
product being moved out by the RJR Sales Reps, they were 
receiving no initial or repeat orders from customers. This is 
in spite of the fact that they are passing along the RJR reduced 
price on Century to retail customers. Their normal King Size 
price is $8.31 per carton but they are only charging $7.98 for 
Century. I suspect that Reynolds pressure, dollars or 
otherwise, has something to do with this savings pass along. 

Of interest is the fact that S&S had received a total of 200 9M 
cases of complimentary one free with one product for hand 
stamping. Reynolds is paying $5.00 per case for the hand 
stamping operation and it was noted that since a good stamper 
can do upwards of 8 to 10 cases per hour, a tidy profit can be 
made on stamping alone. 

The sales story at Modern Tobacco was much the same, with very 
little or no movement reported other than that being generated 
by the RJR reps. It is interesting to note, however, that 
Modern is charging its customers the same price for Century as 
for any other Kings, $8.31 a carton. Also, the vice president 
of sales indicated that he is actively encouraging his retail 
customers to charge a higher pack price for Century than for 
their normal King Size cigarettes. He is pointing out that on a 
per pack basis, with only nine packs in a Century carton, they 
are selling one fewer pack with each carton purchased. He 
indicated that many of his retailers are responding by in fact 
charging $.05 to $.10 per pack more for Century. 

Given that this is the fourth week in the introductory effort, I 
was surprised at the lack of Century retail distribution. A 
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total of 9 out of the 25 accounts visited did not have the 
product in inventory. Of special note, is the. fact that a 
majority of these accounts were large supermarket chains which 
are normally a strong area for the Reynolds sales team. While 
some of these chains indicated that Century was authorized, they 
noted that they had not yet received delivery from their 
warehouses. 

Retail sales of Century can best be termed spotty. In those 
accounts with product distribution and display there was some 
pack trial. However, this would appear to be more of a 
curiosity trial than trial leading to repeat business. 

Retailers indicated that they had seen few regular customers 
develop for the product and no carton purchases were noted. 
Approximately half of the 16 accounts with distribution had 
received at least some one free with one units (see attached 
example). These accounts indicated that this one free with one 
product was moving rather well but certainly not as rapidly as 
the similar Players offer. Of significance is the fact that 
when the promotional product was gone very few if any repeat 
customers were noted. 

In terms of price structure it would appear that the more 
sophisticated independent retailers are charging between $.05 
and $.10 more a pack for Century than for their normal Kings. 

The larger chain type outlets and the more downscale 
independents are charging the same price for both. For the.se 
t ypes of retailers the pr . o . s . p e .ct of a price differ.eiltial._i_s jus t 
n oTT worth the effo rt. For the most part, carton prices were the 
same for Century and Kings, but this is a moot point since no 
one had noted any carton movement. Attached is a breakdown by 
outlet of the prices noted for more detailed review. 

A rumor was reported that Reynolds Reps are approaching certain 
high-volume accounts and requesting that they hold the price on 
Century equal to that of other Kings. In return, Reynolds will 
pay the retailers an unspecified set/sell allowance covering any 
lost dollars. We could not get confirmation of this rumor with 
any retailers we visited but David is following up to see what 
additional information he can obtain. 


In terms of point-of-sale presence, Century probably had as much 
paper in retail outlets as Players. However, because of the 
more distinctive Player graphics I would say that Players 
dominates at retail. I would also say that at p oint-of-sale this 
did not have the lo ok of a typical RJR introduct ion. While they 
are clearly working very hard to make Century a success, one 
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does not get the feeling of retail dominance that came across in 
many of Reynolds past introductory efforts. 

I n sum mary I would have to categorize this as the weakest RJR 
launch t hat I can remembe" Neither f'etailertr~nt>l' Wholesalers 
are optimistic about the potential success of the brand. What is 
most heartening is the fact that both groups seem to feel that 
the 25 pack and the confusion surrounding price differentials is 
more trouble than it is worth. 


OTHER BRAND ACTIVITY 

Aside from the Players and Century introductions there was very 
little competitive cigarette activity noted in retail outlets. 
There were sporadic Kool, Chesterfield and L&M free incentives 
with two-pack offers, but other than that the retail universe 
appears rather quite. 

Of concern, the large number of one free with one and free pack 
coupon offers may be conditioning an ever increasing number of 
people to buy deals. A comment heard over and over from 
retailers was the fact that more and more of their single pack 
customers are asking "what's on special today" prior to 
requesting their regular brand of cigarettes. This multitude of 
free product offers may in fact be breaking down the brand 
loyalties of more and more smokers and may become a significant 
factor we will have to deal with in the coming years. 

In addition, the proliferation of one free with one offers 
passing through distributors is creating some profit problems at 
the wholesale level. The Vice President of sales at S&S talked 
at length about the concern he had for lost profit when the 
manufacturer sends a prewrapped two-pack deal through his 
operation. While he certainly gets the stamping allowance on 
this product, he basically only sells one of every two packs 
that goes out the door, with the second being complimentary. He 
indicated that he may begin to resist these types of offers in 
the future. While we all take these complaints with a grain of 
salt, nonetheless his concern seems quite valid. We may begin 
to see distributors either resist these kinds of promotional 
offers or at least begin to charge a premium for allowing them 
to pass their wholesale operation. 

The Fairfield County area is an excellent market for Merit with 
the total brand having a share of 6.3 and a SDI of 142. I was 
heartened to see that retailers indicated that current product 
movement supported these share figures. In addition, I was 
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pleased to note that Merit enjoyed excellent distribution in all 
outlets visited with a majority carrying all eight or at least 
seven of the Merit packings. 


If you need any additional information, 


RS/ra 

cc: A. Cohen 

R. Fitzmaurice 
C. Gillie 
T. Keim 
J. Scully 


please contact me. 
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exhibit i 


SHARE - 1983 
Fairfield County 



SHARE 

SDI 

Philip Morris 

38.6 

111 

R.J. Reynolds 

25.5 

82 

Brown & Williamson 

9.2 

77 

American 

8.4 

96 

Lorillard 

15.9 

17 8 

Liggett Group 

2.4 

55 


Total Full Flavor 

36. 8 

120 

Total Low Tar 

57.1 

91 

Total Ultra Low Tar 

10.0 

94 

Total 100’s 

26.0 

74 

Total Menthol 

27.8 

99 


Players Kings 

.8 

188 

Players Kings Menthol 

' .3 

116 

Players 100's Regular 

. 5 

NA 

Total Players 

1.6 

195* 

B&H DUL 

.6 

89 

B&H DUL Menthol 

. 3 

69 

Total DUL 

. 9 

82 


Merit Kings 

3.4 

165 

Merit 100's 

1.6 

113 

MUL Kings 

.9 

158 

MUL 100's 

. 4 

106 

Total Merit 

6.3 

142 

Total Bright 

.4 

92 

Total Satin 

.2 

63 


*Note: Total U.S. share for Players used as base to compute 
SDI does not include Players 100's Regular. 
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CENTURY PRICE CHECK 

PACK CARTON 


OUTLET 

CENTURY" 


KINGS 

CENTURY 


KINGS 

Variety 


NA 



NA 


Grocery 

$ 1.25 


$ 1.20 

$ 9.99 


$ 9.99 

Gas 

1.00 


1.00 

10.00 


10.00 

Convenience 

1.35 


1. 25 

11.00 


11.00 

Convenience 

1.30 


1.19 

10.86 


10.86 

Convenience 

1.25 


1.15 

10.42 


10.20 

Variety 

1.35 


1.25 


NA 


Supermarket (chain) 


NA 



NA 


Supermarket (chain) 


NA 



NA 


Grocery 


NA 



NA 


Supermarket (chain) 


NA 



NA 


Supermarket (chain) 

1.13 


1.13 

10.27 


10.27 

Drug (chain) 

1.04 


1.04 

9.75 


9.75 

Convenience 

1.20 


1.15 


NA 


Supermarket (chain) 

1.15 


1.15 

10.00 


10.00 

Drug 


NA 



NA 


Grocery 

1.20 


1.20 

10.50 


10.50 

Grocery (chain) 


NA 



NA 


Variety 


NA 



NA 


Grocery 

1. 20 


1.20 

11.50 


11.50 

Convenience 

1.20 


1.15 

10.42 


9.99 

Variety 

1.15 


1.15 

10.00 


10.00 

Variety 

1.15 


1.20 


NA 
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PACK 


CARTON 


OUTLET 

CENTURY 


KINGS 

CENTURY 

KINGS 

Supermarket (chain) 


Vend 


$ 9.64 

$ 9.64 

Drug 


NA 


NA 


Average 

$ 1.19 


$ 1.16 

$10.33 

$10.28 

Average Difference 

+ $.04 



+$.05 



Note: NA indicates either account did not carry Century or no 
carton price determined. 
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